Formula One has gained worldwide popularity, yet its success does not necessarily trickle down to the hosting cities. This study attempts to apply the A-B-C-D paradigm of global consumer behaviour into sport marketing and identifies differences among fan's perception to marketing mixes and their intention to come back in three different hosting cities (i.e., Korea, China, and the US). Findings and discussion will help both researchers and practitioners to better comprehend and optimize their geocentric marketing strategies.
Introduction 1
Formula One (F1) World Championship has unique features as a global sporting event. Starting in 1950, nearly 900 F1 World Championship races have been held in 70 racetrack circuits across more than 30 nations. In 2017, races were hosted across 20 cities in the world starting from the first race in Melbourne, Australia to the last race in Abu Dhabi, United Arab Emirates. Accordingly, market entry into local venues, and also exit from venues, occur frequently in F1 events compared to other mega events.
Indeed, global sporting events such as the F1 require insights from global marketing management to better service diverse sport consumers. While the F1's organizing body and teams continue to pursue and foster premier events (FOM, 2011; Smith, 2012) , promoters of local venues are confronting many challenges including compatibility and profitability of the event. For instance, the Chinese Grand Prix has continued to lower ticket prices since 2010 because of their decrease in attendance (Stutchbury, 2011) . In addition, the Korean Grand Prix reported operational losses of $36.4 million in 2012 (Jung, 2012) . Hence, for local promoters to meet their goals of hosting a F1 event (e.g., race in Austin, Texas expecting financial boosts of $300 million a year; Helman, 2012) , studies based on a global managerial perspective is needed. For example, while the Chinese Grand Prix has adjusted to the market demand and continued to host the events, operational losses have cost the Korean Grand Prix to drop out from hosting the event. Certainly, strategic efforts to increase fan demand to attend to event is vital to hosting F1 races with so much at stake to the local organizers. In spite of the numerous studies on global sporting events (e.g., Porter, Fletcher, Dwyer, & Fredline, 2008; Solberg & Preuss, 2007) , however, little attention has been directed to investigate local variations across sport markets through a global marketing perspective. Despite the fact that local venues of global sporting events are struggling with operational issues, a research agenda seeking for sustainable management in this area is not well recognized. Above all, discussion of systematic approaches based on theoretical paradigms for geocentric strategies of global sporting events is scarce.
In this study we apply the A-B-C-D paradigm (Raju, 1995) to global sporting events setting as means for strategic marketing and also investigate the local variations across countries (Kotabe & Helsen, 2008) . The A-B-C-D paradigm is a framework providing a systematically way to implement an international strategy by specifying the four steps ruling the micro-and macro-economic factors.
This paradigm can embrace the variations of each local market while holding on a comprehensive view point to the geocentric strategy of international sporting events. 
Theoretical Background and Hypotheses
The A-B-C-D Paradigm Raju (1995) 
Accessibility
The first stage in GSEM is accessibility. The main question to access is that, "can consumers obtain your product/service" (Raju, 1995, p. 39) . That is, providing access to the product is the first step for global sport management. In this, economic access and physical access are considered as key factors of access. Ticket price and accessibility to venues can affect sport fans' behaviours.
Price, which is considered an economical access factor, is known to have a significant impact on consumers' buying behaviour and profit level to the service provider (Han, Gupta, & Lehmann, 2001) . It is important to find a balance between what the consumers are willing to pay and what the service providers needs to charge to turn the event or service to be financially successful. Understanding consumers' willingness to purchase a product such as price threshold for a certain product or consumers' attitude toward service price is an important element (Xia, Monroe, & Cox, 2004) . In F1, ticket prices vary by locations. Some venues are well known by their rich history and astonishing views (e.g., Monaco Grand Prix) and some are located in or near big cities (e.g., US Grand Prix; Chinese Grand Prix), whereas some venues are located far apart from big cities in relatively rural areas (e.g., Korean Grand Prix; German Grand Prix at the Nürburgring). As aforementioned, accordingly, some venues boast rich history of F1 racing in their locations, while some venues are experiencing decrease in attendance critical to their sustainability of holding the races (Stutchbury, 2011) .
Buying Behaviour
Buying behaviour is the second stage in GSEM. Buying behaviour questions: "how is the decision to buy made by consumers" (Raju, 1995, p. 39) . Particularly, Raju pointed out that factor of buying behaviour encompasses perceptions, 
Product
Consumption of spectator sport can be characterized as hedonic and vicarious, as emotions and cognitions derived by watching success/failure performed by an athlete delivers pleasures of mind to fans (Madrigal & Dalakas, 2008; Trail & James, 2001) . Accordingly, F1 races are well known by its exhilaration and excitement offered at the scene (Formula 1, 2003) . Focusing on the tendency of spectators' vicarious concentration to the product, i.e., flow (Csikszentmihalyi, 1990) , intensiveness of their absorption, being apart from self-consciousness, and feeling altered from time represents how much a fan is immersed in a sport. Empirical evidence from Madrigal's (2006) 
Price
Through the application of dynamic pricing in sports (Lin, 2006) , perceived price fairness can derive positive/ negative perception, attitudes, and behavioural response of a fan (Xia et al., 2004) . Generally sport events can be divided into two product categories, core service and peripheral services that support the core product (Mullin, Hardy, & Sutton, 2007) . Spectators' perceived value that they relate with the price of admission and service for the peripheral services within the venue has been identified as a mediating variable that affect service quality and sport consumers' behaviour (Byon, Zhang, & Baker, 2013) . Depending on the perceived value that price helps to set in consumers' minds, their perceptions, attitudes and behavioural outcomes are being affected. Price sensitivity has been linked to complaining behaviour and word of mouth commutation (Zeithaml, Berry, & Parasuraman, 1996) . Reichheld and Sasser (1990) argued that customers are willing to pay a higher price if they are satisfied with the service quality.
Place
Spectators' service experience about the convenience of sport facility significantly influences their satisfaction and behavioural intentions (Byon, Zhang, & Connaughton, 2010; Yoshida & James, 2010) . For instance, the convenience of experiencing the F1 races can depend on efficiencies of the layout and direction signs at a racetrack. That is, how fans experience the race by their activity at the place of the event effects their perceptions, attitudes, and associated responses. Researchers (e.g., Ross, 2007; Wakefield & Sloan, 1995) have identified "sportscape", which can be defined as the stadium design and layout that affects the delivery of the core product, to have a direct impact on spectators' satisfaction level and intentions to return in the future. This emphasizes the importance of the connection between the F1 races and periphery elements of F1 such as restrooms,
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parking, concession stands, and ticketing services.
Promotion
A key objective of all sporting events is to increase game attendance and provide necessary information and entertainment opportunity at the event so spectators can have a memorable experience. As mentioned, spectator sports' core product (e.g., F1 races) possesses unique characteristics such as the race being unpredictable, perishable, and uncontrollable (Mullin et al., 2007 ). Yet, promotion offers marketers opportunities to provide steady and controllable elements to offset or cross-promote the uncontrollable elements in spectatorship (McDonald & Rasher, 2000) .
Marketers acknowledge that trials or hands-on experience is often the prelude to adoption and many sport equipment providers or events offer various trial opportunities such as equipment demonstration in a risk free environment (Fullerton & Merz, 2008) . It also helps sport service providers to build positive rapport with its consumers.
Consumption Characteristics
The third stage in GSEM is consumption characteristics.
Consumption characteristics questions: "what factors
impact consumption patterns" (Raju, 1995, p. 39) . That is, differences in the patterns of consumption behaviour such as cultural orientation towards product versus service consumptions must be considered in global marketing.
Spectators behavioural intentions, such as repeat purchase, is a multi-dimensional concept that includes elements such as spreading positive word of mouth to others, willingness to pay a premium for its service or product, or simply repeat their purchase. On the other hand it could result in complaining or discontinuation of service. The goal of sport event marketing is to build and sustain volume for the event.
The exchange of the service occurs from the interaction between event spectators and the provider. To achieve a positive relationship, the provider offers a series of activities that they think will satisfy the needs of the spectator. In the case of F1, various marketing mixes are utilized to achieve this goal. However how each spectator meets their needs and continues their involvement with the event will differ by the consumption characteristics of the host country.
For example, Mooij (2009) 
Disposal
The final stage in GSEM is disposal. Disposal questions:
"what are the implications of product disposal" (Raju, p. 39). For example, resale, recycling, and remanufacturing in business process and social responsibility and environmental implications of the product/service are considered in this phase.
Organizers of major events around the world are factoring the environment into their planning. Mega events such as the Olympics, NFL, and F1 produce massive amount of carbon emission and they try to work with local organizations to offset the environmental risk factors to become more socially responsible (Falt, 2006 bility (CSR) of each organization (Porter & Kramer, 2011) .
Testing the GSEM
Local variation has always been an imperative topic when discussing international marketing (Kotabe & Helsen, 2008; Mooij, 2009) . For instance, cross-cultural examination is a common method (Dawar et al., 1996; Hofstede, 1984) and balancing between standardization and localization is still a relevant issue marketers are facing (Ferle, Edwards, & Lee, 2008 ). In the current study, two research models are proposed by applying the issue of local variation into the A-B-C-D paradigm in the context of global sporting event marketing. Hence, effects of local variation is proposed into two research models of the GSEM framework.
To test the GSEM, we developed two research models according to Raju's (1995) 
Methods

Participants and Procedures
Spectators attending the F1 Korean Grand Prix, Chinese
Grand Prix, and US Grand Prix participated in the survey. (Jackson, 2003) , 958 participants were deemed usable for the study.
Instrumentation
Psychometric scales were adopted to measure fans' experience of product, price, promotion, place, revisit intentions. Measures of immersion to product (3 items) were adopted from the fan dimension scale (Madrigal, 2006) ; sensitivity to price (3 items) and appraisal of promotion (3 items) from the scales of market demand variables (Byon et al., 2010) ; and convenience of the place (3 items) from the service experience scales (Yoshida & James, 2010) were used. to the current GSEM framework, examining its content validity. When appropriate, minor alterations were made to the scales in order to make it applicable to the F1 event.
For instance, instead of: "I get so into the action that I
lose touch with what is happening" (Madrigal, 2006, p. 277), the question was changed to: "I get so into watching F1 that I lose touch with what is happening." Singular items were used to measure consumers' economic accessibility (M = 3.91, SD = .89), "purchasing F1 tickets were easy";
and physical accessibility (M = 3.17, SD = 1.07), "the F1 venue was easy to access". All items were measured on a 5-point Likert scale ranging from 1 (strongly disagree)
to 5 (strongly agree). All scales were originally designed in English, thus the questionnaire was carefully translated into Korean and Chinese via multiple translators, which were bilingual. In this, questionnaires were independently translated into another language each by two translators, and then back-translated to English by two other translators.
After this step, the questionnaires were shared with all translators and the items were discussed to reach unanimous agreement of the translation for both literal and symbolic meanings (Douglas & Craig, 2007) .
Data Analysis
Prior to testing the hypotheses, measurement model of all constructs were examined to evaluate the psychometric properties of the measures. Average variance extracted (AVE) values were computed to evaluate convergent validity, and squared factor correlations were compared with AVE values to evaluate discriminant validity (Fornell & Larcker, 1981) .
When a construct's squared multiple correlation exceeded any corresponding AVE value, more rigorous examination (Anderson & Gerbing, 1988; Bagozzi & Yi, 1988) . Multiple fit indices were evaluated to account for measurement errors on the data fit of the covariance-variance matrixes associated with the measurement model (Hu & Bentler, 1999 (Finch, 2005) . However, a MIMIC model cannot detect moderation effects of path coefficients; thus the moderations in structural relationships were examined using a conservative method: Second, a multiple-group structural equation modelling (SEM) was conducted to test the moderation effects of nationality on the paths of the 4P marketing mix factors on RI. In this, series of chi-square tests were performed to ensure metric invariance (i.e., the measurement structure of factor loadings were representing the constructs equally);
and to test moderating effects by comparing nested models, i.e., 4 models constraining each direct (moderated) path with the metric invariant model. For all χ 2 difference tests, the adjusted (ΔS-B) χ 2 difference test was adopted using the formula from Satorra and Bentler (2001) .
Results
The Hence, as the psychometric properties were satisfying, further analyses were conducted to test the hypotheses. Detailed results of the measurement model and factor correlations are reported in Table 1 and Table 2 , respectively.
MIMIC CFA Results
The marketing mix elements compared to Chinese except price (γ = .29 on product, p < .001; γ = -.03 on price, p = .55; γ = .32 on place, p<.001; γ =. 13 on promotion, p < .001).
Among other covariates, economic accessibility had significant effects on all factor means (γ = .17 on product, p < .001; γ =. 20 on price, p <. 001; γ =. 22 on place, p < .001; γ = .20 on promotion, p < .001), while physical accessibility had significant effects on all factor means except product (γ = .04 on product, p = .22; γ = .24 on price, p < .001; γ = .22 on place, p <. 001; γ =. 10 on promotion, p<.01).
Overall, Korean fans perceived to have more opportunities for discounted tickets, were more immersed to the race, and experienced more hands-on promotions. However, despite the marketing efforts, overall evaluation of the marketing activity (factor means) of the event was highest A detailed result of the SEM model is illustrated in Perception of the product was significant for Korean and
Chinese but not the Americans, however, the difference of effect across nations were minimal (ΔS-Bχ 2 (1) =.34; p >.05).
Partial correlated coefficients from price to RI were nonsignificant.
Discussion
The Table 2 ), the partially-correlated path coefficients controlling for other variables showed severe differences in its relationships with the outcome variable (see Table 3 ). This cross-sectional diagnosis of consumption patterns implies that different strategies are necessary in utilizing the geocentric marketing mix for each market.
The product factor showed a significant effect on revisit However, racing has a in the United States and thus promotional offers were appealing. On the other hand, Chinese fans focused on the entertainment value of the product itself. Furthermore, future studies can examine why the Korean Grand Prix was discontinued while the other venues are still hosting the event. One explanation might be that the pleasure of variety seeking faded as the product and place was not appealing anymore compared to alternative leisure activities. In addition, the promotional aspect in the United States can be further elaborated by separating public relations from promotion (i.e., adopting a 5P perspective).
Another suggestion would be to develop a scale specific to the GSEM framework. Even though the scales used in this study were adopted and adjusted for content validity, there is a disconnection between the original purpose of the scales and the four aspects of the A-B-C-D paradigm. We further hope that this model be tested in other sporting events in multiple settings and provide a comprehensive tool for event and marketing strategy development.
